This study examined the communication effects of smoking cessation by using message framing (positive messages/negative messages) and audience situation (smoker/nonsmoker and high/low self-efficacy). The study used 207 valid homogeneous subjects and a between-subject experiment method was employed for analyses. The results showed that the communication effects were influenced by the interactive effects of message framing and audience situation, and for smokers, positive messages have a more significant effect than negative ones. In addition, positive messages with low self-efficacy have a better effect. The study concludes that different message framing have a variety of communication effects on audiences within different self-efficacy levels and audience situations.
Cigarette smoking is the major preventive cause of death worldwide (Oster, Colditz, and Kelly, 1984) , and various social marketing efforts have been used in an attempt to address this problem.
Although fear (negative emotion) appeals are commonly used for anti smoking campaigns (Rossiter and Thornton, 2004; Rutsohn and Sikula, 2007; Dickinson and Holmes, 2008; Brennan and Binney, 2010) , these still remain controversial, in particular with regard to ethical concerns and their real effectiveness (Elliott, 2005; Hastings, Stead and Webb, 2004) .
However, recent research has found that hope (positive) advertising appeals should be respected because of the following reasons:
Firstly, people with higher hopes are more likely to attain their goals by achieving sub-goals which are driven by lofty goals (Snyder, 1994; Snyder et al., 1991) . Secondly, research has shown that high hope individuals can cope better with obstacles because they are prone to having multiple routes, allowing them to better handle or avoid the stress and negative emotions often associated with setbacks (Snyder, 2002) . Laskey, Fox and Crask (1995) (Banks et al., 1995; Meyerowitz and Chaiken, 1987; Rothman et al., 1993) and smoking cessation (Wilson et al., 1990; Wong and McMurray, 2002) . Chang (2007) argues that positively framed messages are more effective Manuscript received September 5, 2013; revised November 20, 2013; accepted December 2, 2013 . Corresponding author Email: alimama@isu.edu.tw Yang when people are in a negative mood, whereas, messages framed negatively are effective when people enjoy a positive mood. In addition, many studies have shown that personality traits have an impact on communication effects (Dutta and Vanacker, 2000; Cheng and Wu, 2010) . Reardon and Miller (2008) found that the frequency of advertising messages has no significant effect but positive messages have a better effect than negative messages on teenagers regarding attitudes toward advertising and the intention to stop smoking. This study examined the communication effects of message framing with personality traits and audience situations and puts forward the best way to get a good response to smoking cessation communications.
LITERATURE REVIEW
This study examines the attitudes toward adverting and the acceptance of ideas to ascertain the communication effects under different message framing scenarios and different audience situations. Shimp (1981) believes that attitude is a very important factor in advertising communication.
Communication Effect
Similarly, Lutz (1985) considered attitudes toward advertising as a tendency to either like or dislike the stimulation of the given advert in a specific condition. Therefore, attitudes toward advertising come from learning and form cognition. This then influences the feelings of a subject and even their actions. Fishbein and Ajzen (1975) 
Message Framing and Audience Situations
Message framing means the message is delivered in either a positive or a negative way. A positively framed message emphasizes the benefits if the audience follows the message.
Whereas, negatively framed message emphasizes the losses if the audience doesn' t take a certain action (Meyerowitz and Chaiken, 1987; Maheswaran and Meyers-Levy, 1990 ). Shimp (1981) come up with the idea that different products should use different advertising strategies, depending on the basic information that the products deliver to consumers. Rothman and Salovey (1997) proposed that positive messages are better for helping people to maintain their health while negative messages are used to persuade people to be aware of potential risks or illness and to convince them not to do something. People who know a little about the subject accept a positively framed message easily because they don' t want to affect their mood. Literature reflects that scholars always use the prospect theory to explain fear. Therefore, appeals can be used to show the consequences that an audience would want to avoid and that to allow them to feel threatened, fear and pressure before they start to take positive action to avoid the unwanted consequences (Tversky and Kahneman, 1981; LaTour and Rotfeld, 1997) . Attitude and the acceptance of ideas are influenced by the interactive effect of message framing and audience situation (smoker/non-smoker).
Self-Efficacy
Lin (2005) (Rosenstock, Strecher and Marshell, 1988) . Hence, self-efficacy is an important mental mechanism to moderate or enhance fear control and hope achievement.
The results of many studies mention that the theory of planned behavior, with the addition of self-efficacy, has more predictive power than attitude on behavior intention and behavior (Ajzen, 1991; Godin and Kok, 1996) . In addition, the EPPM points out that if an individual has more self-efficacy, he has great ability to oppose the threat (Witte, 1992) . Thus, when an individual Yang thinks he has the skills or confidence to prevent the threat, he may be motivated to rebel against a threatening message.
In this research, self-efficacy to quit smoking is selected as the criterion, which is supported as an important indicator of smoking cessation behaviour (Badr and Moody, 2005; De Vries and Backbier, 1994) . This selection is made to propose the relationship between appeal design (i.e., fear and hope appeals) and the selfefficacy to quit smoking. Hence the following hypothesis is proposed:
The attitude/acceptance of ideas is influenced by the interactive effects of message framing and self-efficacy.
METHODOLOGY Research Framework
The research was designed to examine the effects of smoking cessation communications using the three variables i.e. message framing 
Experimental Designs and Samples
The experiment was a two message frame between subject design. The self-efficacy and Table 2 .
RESULTS

The Communication Effect of the Message Framing with Audience Situation
Through independent sample t-test, the results showed that the message framing had no significant effect on the attitudes toward Table 3 (see Appendix- II), the results show that message framing has an interaction with audience situation regarding the attitudes toward advertising and the acceptance of ideas.
Therefore, attitude and the acceptance of ideas are influenced by the interactive effect of message framing and audience situation (smoker/non-smoker). In figures 2 and 3 above, noticeably, the positive framing messages had better communication effects (attitudes toward advertising and the acceptance of ideas) than the negatively-framed messages for smokers.
Therefore, H 3 was supported.
The Communication Effect of Message Framing with Self-Efficacy
A two-way ANOVA analysis was undertaken to ascertain whether message framing interacting with self-efficacy (high/ low) affected the attitude toward advertising and the acceptance of ideas.
In Table 4 (see appendix-II), the results showed that message framing had an interaction with 
M ea n s of t h e a t t it u d es towa r d a d ver t isin g
Negative Positive and pay attention to messages that relate to them (Hsu, 2003) , and a higher correlation can affect the audience' s behavior and attitudes.
Message framing
Therefore, smoking messages and the message framing make the smokers react differently.
The acceptance of ideas was influenced by the interactive effect of message framing and self-efficacy but the attitude toward advertising Finally, for internal validation, the subjects of this study used college students. Therefore, the conclusions generated to others should be made with caution. All these research issues can be addressed for future research, which would decrease the knowledge gaps regarding the communication effects between message framing and audience situations. 
